



i Edelkoort is the founder 
| and head of Trend Union, 

the Paris-based trend fore- 
casting service, and president of 
Edelkoort Inc., the American 
consulting corporation. She is the 
art director and co-publisher of 
the magazine View on Colour and 
Bloom: A Horti-Cultural View. Li 
is director of the renowned Design 
Academy in Eindhoven, The Neth- 
erlands. Dutch by birth, Parisian by 
choice, international in outlook, 
futurist Li Edelkoort knows what 
the needs, lifestyles and choices 
of the global community will be 
two years from now and beyond: 
Leading manufacturers of products 


FASHION INTERNATIONAL 


NEWS AND VIEWS OF THE INTERNATIONAL FASHION WORLD 


for the environment, automo- 
tive, home, office, garden, textile, 
fashion and beauty industries seek 
out her advice, creative ideas, and 
intuition in developing their own 


lines, services and marketing strate- / — 


gies. As New York Times writer, 
Maura Egan observes, “The ideas 
are already in the air, and she’s the 
mystic connecting the dots.” An 
example of what one of her ideas 
engendered was the name for the 
Gucci fragrance “Rush”. 


To say that Li Edelkoort has a track 
record for being “futuristic” is a 


continued on page 2 








Bridal 2005 - Reca 


EEM ACRA’s fall/ 
winter 2005 Carnival 
Collection took us on a 


turn-of-the-century carousel ride 
hosted by gentlemen in seersucker 
suits and featuring lovely ladies 

in fresh luxurious bridal gowns. 
Complete with the signature 
embellishments for which Reem 


FANTASY LAND 





Acra is known, this collection really 
sparkles. The gold embroidered 
satin full-skirted plunge gown and 
the antique embroidered satin 
gown with pleated organza skirt are 
among our favorites. Also present, 
in soft colors with a lighter than air 
feel, three lovely embroidered satin 
gowns with a full tulle skirts in 
either lavender, pale blue or lemon 
- a carnival is not complete with- 
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out the cotton candy. 


Regal is a good description for 
the CARMELA SUTERA spring 
collection. Here alencon lace was 
a major player. Sophistication 
marked a silk lamé gown with fit- 
ted bodice and full skirt, topped 
with an ivory alencon lace sleeve- 
less jacket; and classically beauti- 


ful was the alencon lace sleeveless 
continued on bage 5 





“INTO THE FUTURE?” continued from page 1 


gross understatement. We began 
attending her lectures several years 
ago. After overcoming an initial in- 
herent skepticism, we were amazed 
to discover that much, if not all, 

of what she’d prophesied actually 
did occur months and years later. 
For instance, a year or two ago, she 
was very interested in handmade 
clothes with an artisanal quality. 
Sure enough, this trend has been 
seen everywhere, from the runways 
at Marni in Milan to the selling 
floor at Canal Jeans in downtown 
New York. On November 9th of 
this year, New York Times writer 
Guy Trebay reported in “Old is Ev- 
erywhere. . .” in the fashion section 
of the paper: 


The hunt for old clothes becomes 
more cutthroat daily ... even high- 
end retailers have entered the glob- 
al trade. Polo Sport store in SoHo 
and DKNY on Madison Avenue 
have both sold vintage pieces along- 
side new clothes. Bon Marche in 
Paris this fall transformed a large 
area on its second floor into a 
boutique selling old clothes next 
to new ones deliberately designed 
to look as though they had been 
around the block. 


Apparent to FI, and discussed 

in detail in this month’s Jewelry 
Trend article, the consumer’s ap- 
petite for the old even extends into 
jewelry. Tiffany & Co. ran an ad 
for platinum engagement rings 
from their Legacy collection. The 
cushion-cut shape of the central 
stone was popular in the early 
20th century and is experiencing a 
strong revival. 


Going forward, FI found Li’s 

November 2004 NY presentation 

to be her boldest and best yet. As 
vA 


always, she wowed the audience 
with her signature free association. 
This time, the topic of inspiration 
and departure point was food. The 
lecture was titled, “Food, You Are 
What You Eat.” Not surprisingly, 
Li is an avid cook, and considers 
the kitchen to be the center of 

the home. The presentation was 
organized as if Li were presenting 

a menu to the packed auditorium. 
Most surprising though was her 
opening statement, “In spite of the 
dire world situation, our trends are 
incredibly optimistic. For 2006, it’s 
even more uplifting.” 


For the “first course” there was the 
rice. From this, she predicts fibers 


like linen that are slightly coarse as~ 


well as shirting, tunics, and tshirts. 
Additionally, look for discreet 
detailing in weaving, very smooth 
cotton, and some manmade fabrics 
in white and ecru. There is still an 
interest in embroidery, as well as 
stitching on the fronts of tunics 
and on tshirting. There is also the 
use of high tech to create “old” ef- 
fects that give the garment a desir- 
able aged patina. 


“Fashion is remarkably simple as 
of this (past) summer, and it will 
continue to be so,” she states. Last 
summer, she observed that Moth- 
ers were dressing like their daugh- | 
ters in layered tees, a little skirt and 
flip-flops while, in prior years, it 
was the daughters who emulated 
their Mothers more “grown-up” 
style. Other design details to look 
for are romantic smocked pleating, 
the importance of lace, contem- 
porary eyelet that is irregular, and 
draping. She sees the house of 
Lanvin as “a major guiding light”. 

| 
In Organics, Li spoke of aligning 
patterns with elastic matter mim- 
icking nature. The bottom line is 
the importance of texture. In Black 


Magic, she showed the unforget- 
able image of a black cupcake, and 
model made-up with black lips. 
From here there’s the return to “a 
glamorous Goth”. Black going for- 
ward is exclusively for evening, and 
only shiny or interesting textured 
fabrics play a part. 


In Orchard, very, very bright colors 
are used juxtaposed with white. 
She envisions printed checks and 
dots in heavier fabrications, and 
the popularity of hand-painted 
fabrics. From a kitchen tablecloth 
comes the inspiration to use 
checks. Take that a step further to 
include vintage vertical stripes and 
patchwork. Roots inspire a desire 
for yellow, red, brown, indigo and 
an ethnic pink and purple. Sum- 
mer tweeds will be important as 
well as the new technology that 
can make things look old. In ac- 
cessories, there’s interest in little 
amulet type details such as an ankle 
bracelet. And finally, in Plantation, 
Li finds the feeling of becoming 
neo-colonial, the idea of a uniform 
for fashionable women. There 

are weaves in vegetable fibers and 
exotic prints, as well as madras and 
color used on top of brown, which 
will be “major” for summer. 


PART II 


DOW XLA- WILL THIS NEW 
FIBER BECOME THE LYCRA 
OF THE 21ST CENTURY? 


Dow Chemical’s Jean Aukerman, 
Merchandising and Brand Manager 
for Dow Fiber Solutions, answered 
some questions about this hot new 
fiber. She explained to FI the im- 
portant properties of this exciting 
innovation. 


J. Aukerman: Dow XLA was 
launched in 2002. It works with 
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— SPRING FEVER 


Accessories 2005 


olorful, detailed, femi 

nine are words that best 

describe the essence of 
spring’s accessory scene. At the 
Accessory Circuit trade show 
and on our market rounds FI 
found enough eye candy to satisfy 
anyone’s sweet tooth. While lady- 
like pins and pendants continue 
to dominate the jewelry scene at 
top designer firms such as Ciner, 
Angela Caputi, Erickson Beamon, 
Iradj Moini and Gerard Yosca, for 
this reporter, the key items to covet 
this season are found within the 
handbag and footwear categories. 
In this area too, the approach 
taken was whimsical, embellished 
and slightly tongue-in-chic with 
many firms continuing to mine 
the past for inspiration. For an 
insider’s view of the industry, FI 
interviewed Eric, owner of ERIC 
SHOES. His two New York City 
specialty shops cater to a devoted, 
yet savvy fashion-oriented clientele. 


INTERVIEW 


FI: Why do you visit the 
Coterie/Sole Commerce trade 
show? Is this your best 
resource for new finds? 


Eric: We visit these trade shows 
for trends going forward —whether 
it is for colors, silhouette and/or 
texture—and on occasion, new 
resources to build. 


FI: What else? 





Eric: We complement our collec- 
tion with visits to Milan for the 
European trade shows and new 
factories to develop as well. 


FI: What do you feel are the key 


trends for spring shoes’ 


Eric: Again, color is important 
and the feminine side to fashion is 
dominant, through embroidered 
fabrics, cottons and silks. We see 
opened up silhouettes with wedges 
appearing in many collections: 
these are softened-up by metallic 
and flowery uppers. 


FI: How open are you to trying new 
vendors? 


Eric: We always search for new 
and upcoming resources as well as 
strongly maintaining our predomi- 
nant collection of factories. 





FURLA 





FURLA 








FI: Is there a limit to how much 
your customer will pay - even for 
top quality footwear? 


Eric: Price points are determined 
by whom you're targeting as your 
customer base. We are in the better 
women’s shoe business and our 
price points reflect that with a 
strongly focused and well-merchan- 
dised collection of shoes. 


ACCESSORIE CIRCUIT 


It was a British invasion at the 
Circuit this time around and 
EMMA HOPE, one of the United 
Kingdom’s most celebrated shoe 
designers, made her Circuit debut 
with a delicious collection. It was 
filled with multicolored, woven 
leather kitten heeled slides, floral 
embroidered pointy-toed slippers 
and pastel suede, bow-tied, ‘40s 
inspired slingbacks. 


LULU GUINNESS continues to 
dominate the handbag/footwear 
scene with her quirky and highly 
desirable collections. Her love for 
the past came through loud and 
clear in the range of pastel plaid 
raffia totes with cutout handles, a 
crisp white wicker ‘50s basket and 
the primary colored striped straw 
bag with red top handle and frame. 


continued on page7 
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EMBRACING TRENDS 


Savvy Fine Jewelers 


ecently, some of the 

world’s most venerable 

jewelry houses have em- 
braced a trend. Cartier, Seaman 
Schepps and Verdura have looked 
back to their iconic pieces and are 
tweaking them (Cartier’s Santos 
watch) or taking a single iconic 
piece, the Trinity Ring, and creat- 
ing like-minded pieces as seen in 
the Cartier Trinity collection. Oth- 
ers, such as Seaman Schepps, have 
carefully chosen a few pieces to 
reintroduce into the marketplace, 
which brings to mind the saying, 
“what’s old is new again”. By doing 
so, the houses are infused with that 
highly desirable sense of “fresh- 
ness” and “newness” customers 
crave. 


In this report, FI focuses on a select 
assortment of jewelers. Cartier and 
Seaman Schepps, have in common 
rich history and heritage; Saint by 
Sarah Jane and Erwin Pearl speak 
more of whimsy. The unifying 
factors are the uniqueness of the 
collections and the superior crafts- 
manship they all have in common. 


CARTIER 


Cartier has a new President and 
CEO, Stanislas de Quercize. As 
the company’s leader, he has been 
the guiding hand behind their new 
design team approach to expanding 
a classic piece into a collection, as 
well as instrumental in campaign- 
ing for more jewelry and watch 
coverage, not only for Cartier, but 
ake for the entire industry. These 


SEAHORSE by SEAMAN SCHEPPS 


efforts are yielding increased con- 
sumer awareness and sales. 


The business acumen behind the 
new Cartier strategy can be ap- 
preciated by following the history 
of the previously mentioned new 
Trinity collection that is based on 
the Trinity Ring. A great deal of 
Cartier’s appeal comes from its rich 
history and the interesting stories 
attached to particular pieces. The 
original Trinity Ring, designed in 
1924 by Louis Cartier in honor of 
his friend Jean Cocteau, comprises 
gold: white gold signifies friend- 
ship; the yellow, loyalty; and the 
pink gold, love. Its beauty and 
history made the ring the perfect 
fit for expansion into a collection. 
Additionally, the heightened pres- 
ence of fine jewelry on fashion’s 
runways proved to come at the 
right time for marketing the new 
collection. Vogue’s Anna Wintour 
helped broker an arrangement 
between Cartier and designer Zac 
Posen in which Cartier accessorized 
Mr. Posen’s spring ’05 collection. 
Most notable in the show were the 








heavy tri-color gold Trinity brace- 
lets, a new addition to the Trinity 
collection. Another addition to the 
Trinity family is the baby Trinity 
necklace, a miniature version of the 
iconic ring that hangs on a slender 
gold chain. 


New also is the “Baiser du Dragon” 
(kiss of the dragon) Chinese/’20s 
inspired collection. Cartier has 
long looked to China as a source 
of inspiration for the intrinsic 
beauty of its materials, motifs and 
deities. It was lacquer that first 
caused Cartier in 1888 to explore 
the Chinese art world. The jeweler 
procured antique lacquer from the 
foremost antique specialists of the 
XVIII and XIX centuries. From 
them, Cartier created vanity boxes, 
powder cases and vases embel- 
lished with graphic lines and gold 
ornamentation. Most importantly, 
a new style was born in which 
Cartier seamlessly linked Chinese 
art to Art Deco. The pieces in the 
new Baiser du Dragon Collection 
are fashioned of white gold, dia- 
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“A TRIP INTO FANTASY” continued from page 


bodice fitted to the waist over a full 
circular silk tulle skirt. Addition- 
ally, for a wonderful princess-like 
fresh and effortless look — an off- 
the-shoulder fitted bodice with lace 
collar over a full ball gown skirt, 
trimmed with matching lace. 


LAZARO’s details, such as the 
ruching, beading and bows are 
again what made his collection 
another success. A prime example 
is a hand-beaded cummerbund 
that cinches the waist of a princess 
satin gown with a chapel train. The 
tulle gown is another favorite with 
its beaded bodice and soft tulle 
overlay, tiered tulle skirt and chapel 
train. Also shown were a variety of 
bridesmaid dresses in lively colors 
and color combinations, such as 
popsicle/cantaloupe and kiwi/aqua 
that are both great for a tropical or 
warm locale weddings. Here too, 
in black, a very feminine ribbon 
trimmed tulle dress with ribbon at 
the waist. Our favorite though was 
in champagne charmeuse with a 
strapless top and pleated skirt. 


Launched only three years ago, 
BONAPARTE - NY by JUNKO 
YOSHIOKA has gained quite a 
bit of editorial recognition and, 
perhaps, the recent opening of 
their new showroom in Soho is 
an indicator of this popularity. 
Her gowns display great talent and 
promise, and this season the show 
itself added an extra element with 
its drama and sophistication. Our 
favorites included “Diana” made 
of silk zibeline twill: a strapless 
mermaid gown with yellow ruffles 
across the front, and a yellow 
ruffled deep v-back, accented by 

a peek-a-boo yellow tulle godet at 
the back of the skirt. The sylph- 
like “Emily” gown of silk duchesse 


continued on page 10 
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“EMBRACING TRENDS” continued from page 4 


monds, onyx and rubies. There is a 
“Tassel” ring, the “Swing” earrings 
and “Wind Bell” pendant that 
exemplify the house’s Chinese-Art 
Deco style. 


Cartier is not the only house to be 
fascinated with Chinese Art. At 
Louis Vuitton (in the current ads 
featuring Kate Moss) there is the 
Emprise Collection, crafted from 
white gold and diamonds. As at 
Cartier, the pieces have an Oriental 
feel but, rather than Art Deco, the 
shapes are graphic and “modern”. 


Further efforts that have drawn at- 
tention to Cartier include high-pro- 
file events such as the Biennale des 
Antiquaires show in Paris, where 
50 of the company’s rare vintage 
creations were shown and available 
for sale. Among the selections was 
the famed “Indian” necklace that 
once belonged to Doris Duke. The 
piece boasts 10 huge triangular dia- 
monds hanging in pairs from the 
diamond studded necklace chain. 


An exposition on display in The 
Museum of Fine Arts in Houston 
has drawn kudos from the press 

as well as the public. Architect 
Ettore Sottsass was commissioned 
to design 50 showcases to display 
200 pieces from the “Art of Cartier 
Collection.” What sets this exhibit 
apart is that Mr. Sottsass selected 
the pieces based on their visual 
impact rather than on carat size 

or value. The result — showcases 
designed “as temples in which 
each encloses the respective sacred 
item.” There is no doubt that 
Cartier has succeeded in once 
again placing itself squarely on the 
style world’s radar screen. 
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SAINT BY SARAH JANE 


Saint’s founder and designer, Sarah 
Jane Bourque, started Saint seven 
years ago. Sarah Jane previously 
worked closely with Barry Kiesel- 
stein Cord for four years before 
striking out on her own. Saint is 

a family owned and run business, 
operating out of Wichita, Kansas. 


The designer draws inspiration for 
the line from her nature walks. Her 
motto is “the warmth of nature is 
worth noticing and enjoying”. Her 
philosophy of style: 


I find life and spirit in hiking. As I 
design, I imagine that habitat is su- 
perimposed with life in the modern 
city. It gives the modern woman a 
way to have fun, chic jewelry, which 
is energetic and natural. 


Each season, Sarah Jane creates 
new keepsake pieces for her grow- 
ing fan base to add to their col- 
lection. She works with 18K gold, 
precious stones and sterling silver. 
Her mostly nature inspired 
motifs have their own names 


and symbolism. The Saint Bee 

is named “Buzz”, a name that is 
symbolic of overcoming obstacles 
because aerodynamically bees are 
not meant to fly. There are numer- 
ous other collections including a 
new Petite Line for children and a 
Men’s Line. 


Saint is available in numerous well- 
known department stores and inde- 
pendent retail stores and boutiques 
throughout the nation, including 
Saks Fifth Avenue, Bloomingdales 
and Neiman Marcus, where we met 
the lovely Sarah Jane. Further in- 
formation about Saint is available 
on www.saintbysarahjane.com 


CAMILLA DIETZ BERGERON 


Ms. Bergeron is a highly respected 
estate jeweler and a leading author- 
ity on jewelry trends. She meets 
with clients in her upper east side 
NYC townhouse where her very 
special pieces are housed. For 

2005, she is bullish about bracelets, 
cuffs in particular, and yellow gold 
as the metal of choice going for- 
ward. Camilla predicts, “Gold is go- 
ing to be the metal for 2005, it has 


continued on page 8 
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2005 MARKET DATES 


NEW YORK 











OCT. 24-NOV. 4, 2005 


ATLANTA JAN. 27-31 
CHICAGO JAN. 21-25 
DALLAS JAN. 20-23 
LOS ANGELES JAN. 14-18 
FALL I 

NEW YORK TAR: 23-44 
ATLANTA APRIL 7-11 
CHICAGO MAR. 19-22 
DALLAS MAR. 31-APRIL 3 
LOS ANGELES APRIL 8-12 
FALL I/HOLIDAY 

NEW YORK JAN.  3L-FEB.18 (FALL II ONLY) 
ATLANTA JUNE 9-13 
CHICAGO JUNE 36 
DALLAS JUNE 25 
LOS ANGELES JUNE 10-14 
RESORT 

NEW YORK JUNE 617 
ATLANTA AUG. 25-29 
CHICAGO AUG. 13-16 
DALLAS AUG. 18-21 
LOS ANGELES AUG. 12-16 
NEW YORK SEPT. 623 
ATLANTA OCT. 20-24 
CHICAGO OCT. 2735 
DALLAS ea eed eke 7 8c 
LOS ANGELES NOV. 48 





HOLIDAY: MARCH 21-APRIL 1 


IMPORTANT: NEW YORK HAS TWO ADDITIONAL MARKETS 


SPRING I: AUG. 1-12 





“SPRING FEVER’ continued from page 3 
White rickrack and chalk beading 
embellish Guinness’ whimsical 
vintage-look handbags. Offered in 
coral or stone linen, the frame and 
handles are fashioned in pearlized 
white plastic. Coordinating peep- 
toe wedge sandals are trimmed 
with seashells and scalloped edging. 
For day or dinner there are pretty 
ankle strapped platform sandals in 
metallic shades of aqua, pink or 
gold suede. 


Only in its second season, ECHO 
continues to surprise and delight 
this observer. The collection was 
filled with colorful trend-driven 
handbags in a myriad of shapes, 
from satchels to structured bags 
and roomy carryalls. Outstanding 
styles include the paisley twill small 
satchel, a darling framed clutch 

in coral geometric print silk (also 
available in a chic black/white 
silk tweed), and the cheery hobos 
and totes in Echo’s new signature 
fabric, 100% parachute silk. These 
are trimmed with slick black pat- 
ent leather handles and come in a 
multitude of vivid shades. 


MONSAC also showed a strong 
collection that deftly combined 
form with function. Particularly ap- 
pealing was a group of buttery, peb- 
bled leather bags in subtle pearlized 
shades of opal, turquoise, sand, 
lemon, onyx and camel. The large 
bowler with exterior zipped pouch 
was handsome as well as practical. 
For the chic career woman, there 
were bamboo handled vachetta 
leather shoppers and doctor’s bags 
with turn-lock closures. Pastel leath- 
er trimmed ‘50s inspired rattan 
handbags and tortoiseshell print 
plastic totes with bamboo handles 
were also noteworthy. 


From the BIRKENSTOCK col- 


lection, the Tatami range featured 


fashion-forward styling with the 
brand’s legendary molded footbed 
construction and the results were 
surprisingly chic. Simply adorable— 
the Pucciesque print thong sandal 
in lime satin and the red satin 
thong on a “Ming” floral print in- 
sole. Strappy leather sandals recall 
the heyday of the hurache sandals, 
popular in the ‘40s. This comes in 
cornflower or tan. Birkenstock also 
offers a whole range of cheerful flo- 
ral, retro and conversational prints, 
and gingham checks in sunny 
brights and pastel colors. This 
brand has come along way from its 
past hippie connotations. 
CAMPER is another brand that 
blends comfort and fashion styling 
seamlessly. Striking for spring— the 
floral painted “Maryjane” with sol- 
id bar strap, the white ballerina flat 
with perforations and the multicol- 
ored woven leather slide. Camper’s 
thong sandal cleverly designed as a 
rooster is a tongue-in-cheek winner 
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for summer as is a rope tied, silver 
starfish embellished sandal on a 
pink molded sole. 


FERRAN showed a cute collection 
of totes, handbags and weekenders 
in its own signature hand-screened 
prints, Italian pebble leather and 
colorful raffia. Best items were the 
pastel floral east/west tote and 

the vivid tri-color raffia totes with 
contrast color linings. 


FURLA showed some of the pret- 
tiest handbags and shoes, inspired 
by the fashion capitals around the 
globe (London, Paris, Milan), in 
mouth-watering colors like pa- 
prika, aloe, shell, curry and vanilla. 
Perfectly charming - the nappa 
leather handbag with multicolored 
print bow detail. A vintage inspired 
flower/butterfly print adds charm 


to the drawstring nappa handbag 
continued on page 10 
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“EMBRACING TRENDS” continued from page 6 


a classic, elegant look and is beauti- 
ful on all skin tones.” One piece 
Camilla has recently acquired is a 
stunning gold and diamond cuff 
bracelet from the ‘70s. The curved 
edge and sleek gold patina give the 
cuff its sophisticated look. 


SEAMAN SCHEPPS 


Seaman Schepps’ designs are so ex- 
traordinary that they were recently 
showcased in a retrospective exhibi- 
tion at Manhattan’s Museum of 
Arts & Design. Schepps’ aficiona- 
dos viewed over 200 vintage pieces 
previously owned by personalities 
as diverse as Elizabeth Taylor, Andy 
Warhol, Doris Duke and Danielle 
Steele. The installation was the 
brainchild of Massimo and Leila 
Vignelli, the recipients of the “Na- 
tional Design Award for Lifetime 
Achievement”. 


Mr. Schepps has, without any 
doubt whatsoever, earned the title 
of “the Mix master” of the jewelry 
world. He was a man ahead of his 
time, boldly combining humble 
materials such as wood and sea- 
shells with a mind-boggling as- 
sortment of colored stones (both 
semiprecious and precious) and 
diamonds. His fame grew to the 
point that, in the “40s and ‘50s, his 
designs were featured on countless 
Vogue and Bazaar magazine covers. 


Designs that are pure Schepps are 
the marine creatures (koi fish, sea- 
horse) and the “Doris Duke” grape 
brooch, with its 110 carats of blue 
cabochon sapphires, 12.50 carats 
of emeralds, and 3.60 carats of dia- 
monds. Also classic Schepps are the 
articulated bracelet in the “Tutti 
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Frutti” style with emeralds, rubies, 
sapphires, and diamonds; the wood 
and gold link bracelet; and the 
shell and gold wire ear clips. Mr. 
Schepps was the first fine jeweler to 
use wood with a precious metal. He 


introduced his classic link bracelets 


in the ‘40s. Combinations include 
the ebony and yellow gold and the 
mahogany and yellow gold. These 
are but a few of the unique designs 
this jewelry genius produced in his 
lifetime. 


Although Mr. Schepps passed away 
in 1972, his designs live on. As the 
House of Schepps celebrates its 
100th anniversary, it moves into 
the future by launching an “Archi- 
val Jewelry Collection”. These cus- 
tom items, ranging from $40,000 
to $50,000, are to be available to 
the public. Among the selection 

is the aforementioned “Doris 
Duke” grape brooch, as well as the 
adorable jeweled seahorse brooch 
fashioned from 30 carats of faceted 
cabochon sapphires and 1.60 carats 


of diamonds, selling for $23,520. 


To read more about this fascinating 
man and the extraordinary jewelry 
he created, pick-up a copy of Sea- 
man Schepps: A Century of New ' 
York Jewelry Design, available at 
the Museum of Arts & Design. 


ERWIN PEARL 


Thanks to Mr. Pearl, the fabulous 
is now accessible. Here, Chinese 
design is also very much in evi- 
dence in the new “Shanghai Col- 
lection”. His Shanghai wind chime 
earrings are right in synch with the 
industry’s love affair with Chinese- 
inspired motifs and design, and his 
designs are the perfect answer for 
the consumer who desires the look 
for a price. The handsome wind 
chime earrings, crafted in white 


gold, onyx, and cubic zircons, retail 
at a more moderate $1,295. 


However, Mr. Pearl doesn’t limit 
himself to chinoiserie. He covers 
the gamut with collections that 
range from “La Scala Victorian”, 
and the “Canary Collection” (yel- 
low and clear cubic zircons set in 
sterling silver) to the whimsical 
“Adorable Pooches Collection” — a 
group of French enameled pins 
encompassing eighty breeds of 
dogs. Top breeds are the Shih Tzus, 
Yorkshire Terrier and Maltese. 

The pins average in the mid-$80 
range. Lastly, for those seeking a 
more urban look, there is his “Be 
Alive Rubber Collection” of wildly 
colored rubber with sterling silver 
and crystal accents. These circle 
“dog collar” necklaces and bracelets 
retail for $125 - $155 each. At that 
price, they’re stackable! 


DATES TO NOTE 


Doyle New York 
Estate Jewelry Auction 
April 19, 2005 
Preview April 16-18 


Jewelry Information Center’s 
Annual Editor Luncheon 
New York 
May 18, 2005 
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| “INTO THE FUTURE?” continued from page 2 


olefin, which is the base of the 
fiber. “Lastall” is the generic name 
for it in the USA. Traditionally, 
polyolefin is not heat resistant but 
XLA is, which is one of the things 


we are so excited about. 


FI: Why a new stretch fiber? We 
already have Lycra and Spandex. 


J. Aukerman: The market place 
wanted something with a softer 
stretch, rather than spandex that 
has been around since1958. The 
yarn and fabric manufacturers 
wanted the option of an elastic 
fiber that was processed in a differ- 
ent way. We realized that what they 
wanted was a new kind of stretch 
that would enable them to process 
it a little more easily. So, they tried 
it and came back to us and said 
“you know, I can dye this just like 
cotton, and it’s great! 


FI: What percentage of XLA is 


required in a garment? 


J. Aukerman: The percentages 
differ on the end-use. Calvin Klein 
has some men’s dress shirts that 
retail for $45: the cotton/XLA 
ratios are 93.7% (cotton) and 92 
.8% (cotton). Although you have to 
iron it, it’s easy care. The difference 
with XLA is that you just feel the 
cotton not the stretch, as opposed 
to Lycra. People found this best- 
selling shirt according to feel, not 
because they were particularly look 


ing for DOW XLA. 


FI: Is there a women’s version of 
this terrific shirt available? If so, 
where can women find it? 


J. Aukerman: Go to the Brooks 
Brothers store. By teaming up with 
us, they have created the first ever 


nonr-iron stretch blouse. Custom- 
ers like them so much that they’re 
coming back and paying the $75 
retail price, which is about $10 
higher than for the average blouse. 
You wash it like you ordinarily 
would a cotton shirt. 


After speaking with Ms. Auker- 
man, we were left with a question. 
Women have been wearing synthet- 
ics for years, but we wondered if 
men were really ready to embrace 
stretch. So, we decided to address 
the gender question and contacted 
Brian Mins, the designer of the 
Calvin Klein shirt. 


FI: Brian, how and why did you 
begin using Dow XLA’? 


B. Mins: I started because I wanted 
to do the newest take on stretch, 
and that was DOW XLA. We 

have a really great sourcing team 
here, and we were one of the first 
to bring it into the market. They 
brought it to me and | knew that | 
wanted to use it. Previously, stretch 
was a problem. The cotton/ny- 
lon/stretch shirting would have to 
be line dried to have the hand it 
had when it was brand-new. With 
Lastall, you can throw it (the shirt) 
in the drier. And, because it has sa- 
teen weave, the shirt has that beau- 
tiful sheen to it. The stretch in it 
has the nuance of performing with 
your body. Another great thing is 
that it takes color well, even the 
pale buttery colors I love. I think 

it has potential because men want 
comfort first and foremost. We’re 
doing well with the rose tones, 

the color that’s happening in the 
market. 


Finally, in a meeting at the Gibbs 
& Soell offices, Elizabeth McDon- 
nell, Vice-president of Gibbs & 
Soell, DOW XLA’s public relations 


company, explained to us DOW’s 
vision for their new fiber. 


E. McDonnell: At this time we're 
looking to work with leaders in 
style and innovation. An example 
of this is Marks and Spencer in 
Great Britain. We started with 
them in September 2003 and are 
excited about this opportunity 
because the quality of what they 
produce is always very good. 


The one to first have a shirt was 
Perry Ellis Men. in early 2004, and 
now, as you know, Calvin has it 

on the floor at Macy’s and Lord & 
Taylor. While the shirts are proving 
to be a winning product, we’re not 
just shirts. We feel that DOW XLA 
can be complementary to spandex. 
Next in the works is a sweater with 
Luigi Botto where the fiber lends 
the piece its quality of shape reten- 
tion. We are also involved in suit- 
ing fabrics: the drape is enhanced 
and you can do lighter colors with 
Dow XLA, even difficult to dye col- 
ors, such as pale yellow wool. This 
all bodes well as business attire is 
changing and we’re going back to 

a more formal look. Looking good 
at work has changed in the past ten 
years. We now also want to be com- 
fortable, as we’re rushing around 
all the time these days. 





Bernardo 


463 Seventh Avenue, NY 10018 


212 594-3900 


Looking for that perfectly priced sportswear resource that 
offers fashion and quality? Look no further. Bernardo is a 
name to remember. For spring ’05 all the key trends are 
covered: “Prada” inspired print skirts; shrunken, cropped 
suede jackets; embellished blouses and knitwear. The de- 
licious color palette compliments the collection nicely. 


Prices: $29.00-$129.00 


“SPRING FEVER” continued from page 7 


and shopper’s tote in vanilla calf. 
Also retro inspired were the pretty 
t-strap pumps in floral stamped 
leather and the kitten-heeled slip- 
per with perforations and tie-front 
accent. 


FUTURE DATES 


ACCESSORIE CIRCUIT 
MAY 1-3, 2005 
212-759-8055 


Also visit 


FFANY NEW YORK 
SHOE EXPO 
JUNE 8-10, 2005 
212-751-6422 





“A TRIP INTO FANTASY” continued from page 5 


and tulle, with.a corset employing 
satin cord detail and full tulle satin 
trimmed skirt, would be perfect 
for the proverbial fairytale wed- 
ding. However, the bridal makeup 
was anything but traditional. The 
models faces were a cross between 
a kewpie doll and a geisha, with a 
circle of color drawn in the middle 
of the lips that become the focal 
point of the face. FI loved it. 


The show at AMSALE began just 
like a wedding - the bridesmaids 
in bright colors, such as mango, 
raspberry, watermelon and fuchsia, 
appeared first. Our favorite was 

a berry satin halter cocktail dress 
with bow detailing at the waist. But 
it was on the main attraction that 
FI focused its full attention. The 
bridal gowns at Amsale can best 
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be described as simple elegance. 
The very definition of that are the 
Empire sash gown and the new 
chandelier gown. For a voluminous 
yet soft look — the three-tier em- 
broidered lace gown is a decided 
choice. Amsale Blue Label was also 
very pretty and overall seemed to 
have more embroidery and beading 
detail. The embroidered bodices 
were a favorite! Notable too, all 

of these brides wore eye-catching 
beautifully sparkling chandelier ear- 
rings by Siman Tu. 
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